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CHAPTER 4: Activity 10, page 98. 



Television Commercial Markets 



OK, let's make sure we understand something right away. One thing you should never forget while you are watching television is the 
overall goal of TV: the television industry is a business. That's it. Television networks sell their audiences to advertisers. Advertisers spend 
a lot of money buying specific commercial time because they are interested in one thing... buying you — your time and attention. In other 
words, the advertisers are basically using you because the costs of the TV commercial are essentially passed onto you at the store, such as 
when you feel somehow persuaded to buy brand name coffee rather than the store brand because you remember that cute commercial 
between the husband and wife making coffee together. So, going back to the title of the chapter in our textbook, "Do We Watch TV for 
Free?" No, we don't. We actually pay a lot. 

Advertisements comprise about 25% of television time. In addition to commercials for products and services, TV time is also made up of 
three other types of non-program material: The first is promotional announcements (promos) designed to attract viewers to watch a 
particular program; the second is the ID, or the identification of the local station or national network; the last is the PSA, or the public 
service announcement. These are usually run for free or at very low cost to promote a charitable cause, such as fighting hunger in Africa or 
illiteracy in the US. These types of non-program material are convenient for the TV industry because they fill the leftover 15 and 30-second 
commercial slots. 



Speaking of buying, let's get to the main purpose of this lecture — the different categories of TV advertising and how they affect the costs. 
Advertisers can purchase time in five different segments of TV. Today I'm going to give you some information about these five different 
categories so that you can see how the costs are assessed and why companies believe it's worth putting aside much of their budgets for 
these expenses. 

The first and largest category of the TV industry is the networks. Therefore, you can probably guess that network ads make up the largest 
component and these are, you know the major networks: CBS, NBC, ABC, Fox, WB, and UPN. If an advertiser puts an ad on network TV, 
they're going to hit the most people because more people will see them at the same time. That's the big advantage. The cost varies, of 
course depending on the length of the commercials. TV ads are generally sold in 30-second blocks. Tell me, how many commercials 
usually take place during one commercial break? Yup, and within a single commercial break, you'll see commercials from several different 
companies for several different products or services: shampoo, cat food, new car, restaurant, upcoming TV show, etc. This is what we call 
"magazine format" because it's kind of similar to the way that different ads are scattered throughout a magazine. The costs of these 30- 
second blocks are usually negotiated between advertisers and networks based on the popularity or potential popularity of a program. Let' s 
look at a more specific example of these costs. For a popular show like Friends, a 30-second ad during its last season averaged $473,500. 
This is the most expensive. The average for 30- second commercials in 2002 was about $115,799. Obviously, the costs depend on the type 
and size of the audience. Networks charge the most for TV shows that appeal to the 18-34 year old audience. This is most the 
demographically desirable audience because this is the group of people with the highest purchasing power, or disposable income, for 
cosmetics, cars, clothing, etc. Also, Thursday nights, when Friends aired, has long been the highest-rated TV night of the week. 

The second type of TV commercial advertising is much less broad than a network. These are called spot ads. This is when an advertiser 
purchases time from a specific station or a group of stations in a specific geographic area where they want a product ad to have more 
impact. Does anyone remember what DMA stands for from your textbook? Designated market area. You can imagine that the larger 
markets are more expensive than the smaller ones. Advertisers look at these markets to gauge where they should advertise a product — not 
just the size of the market, but also the demographics of each one. 

Let's move on to the third category— syndicated advertising. You've probably heard of TV programs such as Seinfeld, Friends, and Cheers 
that were very popular in the past. These are syndicated programs — the older episodes of these programs are sold on a station-by-station, 
market-by-market basis. This is called syndication. Can anyone give me the more familiar word? That's right. These programs used to 
belong to a particular network, but now they are "syndicated" and shown on other networks. So that means that with this type of 
advertising, commercial time is purchased for specific syndicated shows on different stations all over the country. Advertisers feel that they 
can often reach as large of audiences as network programs do, but the commercial slots during these syndicated programs are usually 
cheaper. 

Although network advertising remains the most popular, cable channel advertising, our fourth category, now attracts about 30% of the TV 
audience , according to some experts, and the audiences continue to increase. There is an important advantage to cable TV advertising. 
Advertisers can choose very demographically narrow audiences. Can you all name a few cable channels that target a specific audience? 
The advertiser can target a specific group and not spend money with viewers who are probably not going to buy their product. For example, 
it makes sense that golf ball manufacturers can spend more money on the Golf Channel rather than waste money on a regular network. 

The last type, local advertising, is based on the city or community. This includes commercial time bought on either local stations or cable 

stations by local businesses. Local advertisers usually cannot afford the costs of prime time television, so they often have to use fringe time, 

which is the time just before and after prime time. However, a national company might help pay for the commercial time of local dealers if 

they sell their products. This is called cooperative advertising. 

As you can see, television does not really serve its viewers. It serves its advertisers first. You are just the middle person. How does TV 

makes its money? From you\ 

Activity 5: page 91 

1. dispose [2-2] 2. advertise [3-1] 3. strategic [3-1] 4. popularity [5-3] 5. cooperate [4-2] 

6. cooperation [5-4] 7. conserve [2-2] 8. conservation [4-2] 9. negotiate [4-2] 10. Option [2-1] 11. comprise [2-2] 

12. estimate [3-1] 

Activity 6: page 92 

1. profitability [6-4-1] 2. negotiation [5-4-2] 3. geographic [4-3-1] 4. similarity [5-3-1] 

5. recognition [4-3-1] 6. estimation [4-3-1] 7. disposability [6-4-2] 8. popularity [5-3-1] 
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^jj-aj^j f-g-JV O^-* -0 (_£J^-?^ ^-l-3j IjjIwljJ ijl_-a]l ^j-A j dj£il /jj jia -u t a j ■ ^. j -t jj_jlx-ajl (jjl l^J^ioUuwi 4_ljjj^iij]| CAaJjuail AJJJ ,4_j^U^ajal ^jjj^iijjl 

el^jAJ Clujal tiljl La ^aJ Jc- ^joij LqAjc. (Jil* t^jaJLajl J cilia Loil 1 (Ji±jj (_£jl_aj]l ^jjj^^iijjl i '°j" £j ^jV LwLujI tiljjlojtijujj ^jj'iU.ail t<_£^)a.l 4^al£j 

(jljjc- ^Jl Jj_xj tl-lJ .L*-a Sj_£aJl ^JJ*' 1 ^.' ^-^jJ^J £"j3-^ O^ l£J^?"-^ ' aJaill ^)£jjj tilil ' ■ '_'■■'_' _^aJLa]l l '"''■ a ^Jj-o V^J A m a AjjLaj <La!^jtl ej^S 

. jjiiSJl <LiaJl J »iAi jjaJ tV" ?lila-a ;jjjjilj]l i*Uij U*" tg-uljJI IbUS J J.~»H 

i_0jjjl 9- Ijjl Aj^Lii j^i tjj£i) (jjJ^^' CjIj tCjLaAaJlj i"il -.ViaU 4jjLaJi CjLiIilc.1 Jl 4iLiaYlj .(jjjjalill Cldj 'jj-o % Y <5 Jl^aa. CjU!5lc.yi ij-<uij 

-t jj«-o rc-aU^j o^aLjIaj ^jj^aIAajI uj^aj ( " 1 a" a > ^i (promos) *S^UJ^ CjU^Ic-I ; JjVI i^.'V ^j. j^- ^l^all e>* ' "v 

.4jiL jll j<_i."ti j] <jia_all 4_]aa^a]l lJj^xj j] t4jj$Jl ;AjjIj]I 
^j j_aa]| 4_ajl£^i Jilo t(_j jja. I -Uml jcjjjjE lJj]1£jE 1.1a. j'^'" (_£ji-u,a J j! Lila_a (JiiJlj SjUJI oi* .<LolxJI CllUiiiJI tj!5lcl jl 'PSA :°j^^l 
qa <jjlj V • j ) <5 Jl 4jL jjj^iCoJ ja^JV <JJjJ jiUl j«~-l ''■ oil <-aJJ-o Jf«J ^.'V "*J.'^ J^- Jl _j-ail [j-o p I JJVI oiA .SiaJLoJI ClUVjll ^ <1«VI jl LlilJ^I 

.<jjLsj]| Cila jail 
LJj]l£j]l ^jJt JJjJ aSj ^jijJ^iUI tj!ilc-^U jiilia -11 LJli^aVlj ;j' al a all oi* jj* j^^jold^)]! ,j^ajiJI Jl JVaJ Uc-J tplj^i]l jjc a!iS]l 

pt jjj^iij]1 ^ja A alia - AJa3 ^jn^-N ^i CiSj IjjJxuJ ^jl ^jS-oJ ^jjj'u* <^ll 
j-^*-"'i LgjL ''*•' C1jI£^AJI IJLsJj lAi]1£j]| a-uaj Aj i L£ (_j jj j! ajj^aJ ^^SJ 3 uixaJI 4ilia-oJI L-sLl^aVI oiA J ^i CjUijLlxJI (_>^itj liiikc-Uji ^jj]l 

^jUilil oj^jj LjjUjI jjxJ jjj^II i— uLaJI j-^a j 
CjU!ilc.yi Jic- (^ t^jji-i / !"<» 4_ijIj V • ^i Loj-ac 2-JJJ ^jJ jiUl CjLi!ilc.yi .A_jjUa]l CjU^VI Jj-L ^jJc ^^L) l*itj tijjlijj <iKj]| 
SAjJ S alia " CjLSjjj Sic. [j-o 4jjLaJi]l CjU!5lc.yi lSJ^-" ^-ijl "A}a.j CjU!5lc.| ojjS (yu^aj taxi ?S.ia.lj Cjlj!5lc.| SjjS tljjl SjLc ijj^kj J]! 4jjLaj]l 
<jUja_xi p j_j 4_jV M j la - 4i>j >^i" _j 4_iAwi_lLo lAA ,?lJI ta^La (jjjj^aij rc-oli^ ta* la^a toij^a. ojUjuj tAJaSjl pl^c. t_ao^Lwi]l ;^ ajJa - CjUiia. jl CjLaalo 

_4ia_«JI *Uji <il£ J 4ijilo j »1"^ - CjU^IcI Ljjj ^jii ^1 <ij>kil 

1 13J*J JJ^I tju-o J) Ja-iJ Uc-J ^^c-gU^)^!] A Lcua ail 4j_it uiil jl 4j_i* ujil Jc- a aHjoixilj ^lil^aJjilj ^jjjix-oJI ^jjj S^lc. ^jJajlijj A_uu V • (Jj£]| o^J 4il£j]1 
Jix-oJI ,i!5Lc. jJiSVI jJk lAA .$1 VV4O ■ ■ ^j^aLoJI ja^oi^l c.l_ui 4_}jlj V • sA^] O^-^! Ja_uijlo ill 4 f-lSAi^VI Jlo t^J*-^ (_>^jxj .tjjl£j]| oi^J 

.$U0lV11 Jlja. ClAJlS Y . • Y J 2yilii"r . l^iA* <jjUj CjU^V 

^5-^1 Cheers j Friends j Seinfeld J^« ^jjjjj^I ^°' >^l u-c- ^*-<^ ^dji J *ia .nil ^ .t*Ijl^all jL^cVI ~ tliiliiJI j Vu^ill Jl Jiiuj U&^ 

.syndication {^-^ I^Aj .l3j*« ..jj^ t^a^-aJU 4Ja^* J& rool^jJl o^a CjUI^ a^al pUj t<£ji*lAJI ^l^I^jJI o^a 

ffl ■ ^ ^U3 ?4i]l jj^Vl A-oKJI JjLu J JlaJj ^1 o^^ 3A 
t^jlvLc-VI ^j-« P J-"l '■^■A U^ L5^*^ <^lj^J .L^^)^^! -"^^. w ' LS"^" UJ J ^ a J J )** <1 J "cJJ^^A*^*" f*^ 0*^' d)^ t4jj«^i ■* S 3 uj Jj ^ alllj ■* IaJjojJ ^elaI^jJI 6^A 

,aJljul c-LaJl A-Lft^ J <flIii^o CjUa^-G J& O^* -0 l -^ J )J J ^- ,1 Q^J*^ L^^A*^ (_5J^-"I '--^JmI 
e^A e-Liil 4_jjLaJi]| dlULaJl ^j^J t<£jxuJl £il«Ij_j ij-wu L«£ ^jJ^AUiJajl ^j-* .ll£. J-J^l (^g-Sl ^jU^-VI t ; llc-l J l_jL-aJ ^jl ^j^J t 3 ^^ jjjxxij ^j^jLlaJI 

jjVI m-^h 2r^^' ^ aaj ; «a 'cable ?^ CjU^c] j^ 4j_i* Jj j!i£l ^iJ JiJI a^jjjII CjU!^c-I jjl Jj-g ac.^jJU >( j-a^jl o^UJI J ^>fi*j <£j1*1aJI ^I^jJI 

^JjjLlajI .Cable U3^3^ ^Ljl^-cl Jl ^a^a o^jli t^JUA .e^u^jl ^j^L-aljJ ^Jj^aLwIaJIj tf l^jfaJl ^j <aj i] liiL tjjjj^ijjl Jj^Aa> ^j* % V • ij^i. 

.1^ Lul£jjj ^jjajU-iajl ^jj^aIAaJI Ijjllkj ^ji tj^j 

JjIj Jj_a*-o <jI tijULaJl (Jjj ■■' (Jc t 4 ^qlq Ij^jjjolj JjJ (J <ua ^" ^j-o JjjAjI ^jj^AUi^aJl ^--o Jl-o <■ ' n j - -^ J Vj <JJ3ua ''f-j^y >- ' a ''^" ,i "J (Jl tJ^J ^jLlaJI 

.<Aii±L(i <£jjoi Jc- U^"l jl-^l L>^ *^ '•" SJ3*jl ?^J3 Jc JJ^I (Jl-o I jSjj-aJ (Jl ^J$-«iJ C_iJ^iul sjS ^g^JJ-o 
t"i\ U-v A\ j\ A jla .»\1 CjLlxa-aJl ^J-o (_^l (Jc ^jjA-q (^ jLaJ dij ^j!a » aa JJ I3_Aj . * ^J^ttll jl 4_jjAaJ| (Jc- IJIuj all t Ja all ^^£-^1 t JJ^VI p>^l 

jjU«ti AjjMI JUcVIj Aj^ImiH 

j_A ^xllj t^g-ioi-dlA C1l3j I^LajuLoi-i ^Jl LiaJ ^jLi^VI L-iic- 1 ^^-3 a_A Ixl t^jj-j^ilnj SjjAjI <^-Laj l_LijI£j (Jaa>j ^^xJJaJjjjJ V S^lc- QjjL^ttil ^J^^jLlaJI 

.SjjiJl Cj5j -^J lJ^ -^3 Cja^Jl 

. Jjlau tj^-c-l i^g-*^ l-^A ^j^jIajIo ajj tJJ-^^W '^] D.'1 A J^ '" ^ jLaaJl CliSjjl (_y^ A-3J ^Ic- ^c-Ljuij ^3 AjiL_jjl <£jjuijl <. ijl^. AjI Jc- 

iill« ?4JLo ^Jjj^iliJl JiJ t flJ^ .Jajoi^l ^j^-^ *M Ja^a djl .Vjl A-uLla f*-^) _?A .4j^AUiwi ti^ f»-^J V UJ^3^' U^ * a ^ '* ^^ (ilj^ttJ Ia£ 



